Corporate websites have become essential tools for the on-line recruitment process, amongst other reasons because of their ability to offer relevant information for attracting candidates. The information they display includes a section on recruitment sites usually called "Benefits Offered to Employees", the content of which has not been studied in literature. In this cross-sectional paper, we use content analysis to examine recruitment websites of the 100 Best Companies to Work For (BCW) and direct observation to categorize these contents and analyze certain aspects: their evolution, their adaptation to the new interests (work values and attitudes, leadership and teamwork preferences, leader behaviors, and career experiences) of the new generations (Millennials and Gen Z) and their sustainability values. In addition, we apply a questionnaire to potential candidates from these generations in order to discover their appraisal of the contents of this section; we use two samples of 150 and 128 final-year students from the Degree in Business Administration and Management, who are therefore very close to being job seekers, taken at two points in time several years apart. After the analysis, it was ascertained that over half of the recruitment sites of the BCWs use this section, and that applicants rate the information on non-economic benefits more highly than that on economic benefits. Regarding sustainability activities, one outstanding point is that the sections referring to flexibility and personal life are experiencing growth. The main conclusion is that the information companies publish in this section is relevant for the new generations.
Introduction
The reality of the 21st century has made it clear how important sustainable development is today for organizations hoping to deal with the new challenges of the environment with certain guarantees; to achieve this, they must show responsibility towards their interest groups, both socially and in the economic and environmental spheres. An organization's personnel, that is to say its employees, are one of these groups which, depending on the sustainability focus, need to be impacted responsibly and positively by the company [1] . Sustainability can be defined as "development that meets the needs of the present without compromising the ability of future generations to meet their own needs" (WCED, 1987), which implies attaining success today without jeopardizing future needs.
This study analyzes the information companies offer potential candidates on their websites, under the section usually called "Benefits Offered to Employees", and the sustainability values companies communicate in order to attract new workers. The target population of the study are the 100 companies belonging to the "Best Companies to Work For" list (BCW) published every year by FORBES.
In current literature, whilst there are some relevant studies that center on the contents of the recruitment site, it should be pointed out that the "Benefits Offered to Employees" section which is the focus of this study has been dealt with superficially and only occasionally, and from a quantitative stance alone, with the sole objective of ascertaining the frequency of use on recruitment sites; however, no in-depth analysis has been made of its content [2, 3] . However, in our opinion, the study of the aforementioned content of this section is extremely relevant because it must at all times reflect the information on HR activities and values which the companies select for publication. It therefore also reflects the content they use to attract candidates, which should correspond to what the candidates value. As a result of all the above, an analysis must be made of the information published by companies in this section and how suited it is to the profile of the potential candidates they seek.
On the other hand, we must bear in mind that the attractiveness of the organization has a significant impact on the employee's perception of the company's performance [4] . As such, this aspect may play a relevant part in the decision to send an employment application to the firm. In this regard, the more a potential employee defends sustainability principles, the more attractive a sustainable company may be for her/him. For this reason, studies should be made of the information offered by companies and to what extent it corresponds to the new tendencies and preferences of candidates, sustainability being an important pillar of this tendency [5] . Another essential factor in the on-line recruitment process, aside from content, is the understanding of the virtual environment aspects of the website, because this affects the intentions of the potential candidates who visit said website [6] ; although this factor falls outside the object of our study. At present, organizations are devoting much effort to motivating potential applicants to visit company websites so that they can find out more about them and send in their job applications [6] .
As a result, the objectives of this study are:
1.
To examine the contents shown on the recruitment sites of the "Best Companies to Work For", specifically in their section: "Benefits Offered to Employees". 2.
To compare the alignment of the benefits offered to employees communicated by companies with the values and preferences in terms of working conditions of the new generations of candidates.
3.
To study the benefits offered to employees related to the sustainability values held in esteem by potential candidates. 4.
To analyze the presence of the different measures at two different points in time, in order to ascertain their evolution.
To achieve this, we first proceed to review corporate website on-line recruitment literature and the compensations offered to employees in order to attract and retain them, aside from their basic remuneration. Afterwards, a study is made of the demands of the new generations of candidates, and we study the composition, evolution and relevance for sustainability. Finally, we designed a questionnaire which was applied to potential candidates in order to ascertain the relevance of the different contents of the recruitment site.
On-Line Recruitment through Corporate Websites
In today's world, organizations must attempt to define the function and utility of the various tools that the Web affords them. In this way, most corporate communication processes are now centralized via the corporate website, while social network profiles and corporate blogs are focused on generating communities designed to enhance the overall on-line perception of the brand [7] . In this sense, the use of recruitment websites could help companies to expand their response to job seekers' information needs and to attract new applicants. In general, on-line recruitment is changing the way in which human resources are managed, and in particular the way in which ideal candidates are attracted to openings within companies [8] [9] [10] [11] . New tools increase efficiency and attract and screen applicants faster in the hiring cycle, thereby contributing to streamlining their subsequent socialization [12] .
Although on-line recruitment is a growing trend, research efforts related to this area are still scarce, and try to throw some light on the real value and contemporaneity of this practice [10] ; not much yet is known about the properties and efficiency of these technologies in relation to more traditional recruitment tools [12] . Specifically, and in the context of on-line recruitment, corporate websites are an important tool and as such require specific studies.
Not only do companies have to identify their potential candidates-they must also conquer and attract them [13] . Actually, according to Maurer and Liu [14] , recruitment is really marketing work and the employment sections of corporate websites are a public declaration of their self-image, of how an organization sees itself or at least, of how it would like potential candidates to see it [2] .
Thus, the recruitment site is characterized by the presence of declarations aimed at communicating distinctive, unique attributes of organizations as employers [15] , and by their provision of detailed descriptions of the duties to be performed in the vacant post, information on the organization, its culture, the work, the employment opportunities, and career prospects; aspects it would not be possible to transmit in offers using traditional recruitment methods [14, [16] [17] [18] [19] [20] [21] [22] [23] .
Different studies reveal that conditions such as salaries, opportunities to develop one's career within the company, the structure of the enterprise or the location of the position affect the degree of attraction of applicants in any recruitment process [18, 24] . Moreover, there is a positive relationship between the amount of content found in recruitment materials and the attraction felt towards an employer [22] . To improve on-line recruitment methods, Boşcai [25] also suggests an increase in recruitment site traffic of the company and the creation of a brand by the employer, with a large amount of information available for applicants. This would reinforce the relevance of the selection of the type and amount of content shown on the recruitment site. In this way, on-line recruitment via a website can become a strategic instrument in organizations.
The information supplied by the website is therefore a strategic issue, as nowadays companies try to attract talented employees who lend competitive advantages to the organization in the long term. At present, HR practices are not sufficient and a more strategic bridge is required to connect human capital with sustainable strategic success [26] and to achieve this, companies must be scrupulous about the information they offer.
To attain this strategic value, there is a need for research on improving knowledge of the factors that attract applicants who can generate value for the company [27] . On its website, the company needs to show the aspects it feels are most relevant for attracting the best employees to the openings it has to fill. As such, one key factor for attaining recruitment objectives is to select the content that will be offered, and this selection must be made according to the type of candidates sought.
One should bear in mind that by communicating about the company's activities, one can attract new employees and that they may feel more drawn to the company depending on which activities are communicated [14] . This in turn gives rise to a process which feeds on itself, as the higher the number of employees with certain values, the more likely the organization is to take these values into consideration within its strategy. However, also, as we pointed out previously, in order to achieve competitive, sustainable recruitment strategies, the content must be tailored to the preferences of the new potential candidates, whose values evolve and change from one generation to the next, and are impregnated with sustainability principles [5, 28] .
Companies that include sustainable benefits in their recruitment messages will attract job seekers who value these aspects; among other reasons, this is due to the Person-Organization fit effect of the contents of the recruiting website. Different authors [29] [30] [31] indicate that the perceptions of Person-Organization fit candidates positively influence the behavior of job seekers and will influence the self-selection decisions and the choice of a given employer when submitting an application. Since the success of e-hiring will depend on the quality of the nature of the information and its relevance for the applicant, Highhouse & Hoffman [32] highlight that the type of content plays a very important part in defining the candidates' interest.
To sum up, it is advisable for companies to try and adapt their websites (content and design) to the profile of the candidates they seek. To do so, companies must take into account some of the characteristics of the potential candidates, such as the motivation behind their search for employment or work experience [33] . As a result, we should be mindful that the new generations (Millennials and Z) already have a significant presence in companies, and that recruitment strategies must become sustainable in order to adapt to the new preferences.
Benefits Offered to Employees
Corporate websites contain a section indicating the benefits employees will receive for forming part of the company (in addition to whatever the basic salary for the post is); this section is usually called "Benefits offered to employees". Numerous companies which use corporate website recruitment include this specific section. According to the data from the work study by Cober [3] on the recruitment pages of the Best Companies to Work For, 77% of these companies had this section. According to Young and Foot [2] , who used a sample of the companies in the Fortune 500 list, 85% of the companies included this section in the search for candidates through their website. However, the "Benefits Offered to Employees" section requires specific studies to demonstrate its value and establish guidelines on how to manage it in the on-line recruitment process.
This space on corporate websites offers a wide diversity of content which organizations consider relevant for candidates; it differentiates them from what other companies offer and may enhance the attractiveness of the company in question for the workforce. Thus, an example of one of the routes companies use to differentiate themselves from competitors and attract talent is indirect remuneration [34, 35] . All of the measures geared towards achieving work-life balance are also highly relevant.
Meanwhile, as pointed out by Ehrhart and Ziegert [36] , individuals choose their preferred organizations or jobs according to their perceptions of the characteristics of the environment which are important to them. These may include the location of the position, the culture, the size of the organization or the work-life balance policies, the latter being one of the contents of the recruitment sites aimed at matching the company to the candidate [3] . It may be significant to consider the possibility that the human resource policies displayed by the organization (for example, having flexible policies that favor family and personal life) could be interpreted as a sign of other characteristics such as services and concern for the company's employees [37] , and that they are consequently relevant for candidates.
Therefore, for Madero and Zárate [38] , implicit in the social dimension of sustainability are wellbeing, quality of life and work-life balance, all of which lead organizations to motivate and promote the wellbeing of their employees as a response to their social commitment towards this interest group. For Contreras and Rozo [39] , putting strategies into practice which pursue the wellbeing of employees and their families is an important factor within organizational sustainability, strengthening the image of the company with the personnel, and dissemination of this facet is relevant for capturing new employees.
Significantly, we should point out that it would be impossible to analyze all the benefits that may exist in today's companies. This is especially the case if we consider that the possibilities of developing and implementing benefits can be almost infinite [40] ; for this reason, it was necessary to classify the most relevant measures into groups. In order to analyze the contents of the section under study, they have been grouped according to a classical categorization differentiating the "Economic benefits" from the "Non-economic benefits" [41] [42] [43] [44] [45] [46] [47] [48] [49] [50] . In order to attract talent, companies communicate the non-economic compensations which may comprise an important distinction as compared to other firms. Prat and Tovar [41] highlight the fact that these non-economic components cannot be bought on the marketplace, and Mondy [51] relates them to both psychological and physical factors within the company work environment. As a result of our choice of classification method, 23 types of measures have been classified using the bibliographic review (See Table 1 ), consultations with experts and analyses of Benefits Offered to Employees sections on recruitment sites. To delimit the sustainability of said human resource activities, diverse sources were tapped:
1.
The ILO Guidebook, "Decent Work and the Sustainable Development Goals. A Guidebook on SDG Labour Market Indicators".
2.
HR programs such as performance management, selection, and training can reflect fair treatment, respect for collective association rights, and work-family balance, and reward not only economic performance, but also community involvement or reduced environmental emissions [26] .
3.
The Measures often appear in corporate sustainability or social responsibility reports to investors: HR can measure sustainability-related knowledge, behaviors, attitudes, and motivation, as well as collective activity, community involvement, and employee health and safety. Table 1 . Classification of the benefits offered to employees. Source: drawn up by the authors.
NON-ECONOMIC BENEFITS (NEB)

Employee assistance programs
• EAPs. Instruments organizations provide for their employees to deal with complicated work and family situations which have a negative impact on their quality of life.
•
Work-life balance training. Training actions designed to improve the balance with personal and family life.
Commitment measures (employee / organization)
•
Recognition programs. Programs designed for the organization to explicitly show interest in and appreciation for good workers. • Employee referral programs. Programs designed for the organization to positively value employees who have suggested candidates to cover openings in the company when said candidates have subsequently turned out to be suitable for the post.
Flexibility measures
• Remote working. Possibility of working from a distance for some or all of the day. Leave. Offer to increase the legally-established leave for workers in the company.
ECONOMIC BENEFITS (EB)
Measures to facilitate saving
• Reimbursement of fees. Reimbursement to employees of all or part of the sum of their fees for enrolling in courses of study.
•
Discounts on own products/services. Covering of part of the price of company products and/or services acquired by employees.
Discounts on products/services of other companies. Agreements to reduce the price of the products and/or services of other, previously specified companies, for employees.
Support in performing the work
• Cafeteria. Assistance in the form of a smaller or larger amount, or provision by the company of the cafeteria service (beverages and/or food) for employees. • Fitness and massages. Company assistance with expenses related to improving and maintaining employees' state of physical fitness. • Transport. Assistance in the form of a smaller or larger amount, or provision by the company of the transport service (commute and/or parking) for employees.
Insurance cover
• Health insurance. Health insurance for employees, or for employees and their family (beyond the mandatory legal amount).
•
Life insurance. Life insurance for employees. • Pension plans. Contributions made by the company to workers' pension plans (beyond the mandatory legal amount).
Measures to facilitate personal life
• Home help. Assistance in the form of a smaller or larger amount to cover activities in the home for the candidate. • Support with care for the elderly. Economic assistance designed to cover expenses arising from care of the elderly. •
Childcare. Assistance in the form of a smaller or larger amount, or provision by the company of a daycare service for employees' children.
•
Assistance with adoption. Assistance in the form of a smaller or larger amount to cover child adoption processes for company employees.
Participation in the company
• Profit participation. Programs through which employees participate in the company's profits.
•
Company shares. Programs which facilitate the acquisition of shares in the company by employees.
Demands and Sustainability of the Millennial and Z Generations
It is important to define the generational composition within organizations, since the generational differences in work values influence the requirement-related aspects of people management such as recruitment [52] . There is some evidence that younger generations increasingly prioritize the balance between work and life, both in terms of attitude and behavior. Moreover, evidence from time-lag and cross-sectional studies suggests that, despite numerous similarities, the generations in today's workplace differ in aspects of their personalities, values and work attitudes, leadership and teamwork preferences, leadership behaviors and professional experiences [53] , and also Quality Priorities of Life [54] .
Therefore, an exploration of the generational distribution in the organization may be useful in order to more fully comprehend employee benefits, because as Dencker, Joshi, & Martocchio [55] point out, a better understanding of the generations cohabiting within organizations can lead to better recruitment, retention, succession management, communication, employee engagement, and conflict resolution.
We should not lose sight of the fact that at present, the new candidates who cover open positions largely belong to the Millennial and Z generations and that we should assume that their needs appear different to those of other generations of applicants. Diverse studies have been reviewed in order to assess what the demands of these generations are and how they are different to those of preceding generations.
ManpowerGroup commissioned the reputation leaders of the innovative leadership consultancy to conduct a global quantitative study of 19,000 Millennials who are in work and 1500 hiring managers in 25 countries to understand what Generation Y want now and in the future, and to help people and organizations achieve success in this new world of work. The research population included an independent sample of 11,000 working Millennials distributed equally over all age and gender ranges from 18 countries, representing all the regions. Also surveyed were over 8000 associated employees of ManpowerGroup Millennial and 1500 hiring managers in 25 countries. Talking to both groups gives perspectives both of employers and of employees. The field work was carried out between February and April of 2016. The participant countries were: Argentina, Austria, Australia, Belgium, Brazil, Bulgaria, Canada, China, France, Germany, Greece, India, Italy, Japan, Malaysia, Mexico, Netherlands, Norway, Paraguay, Singapore, Serbia, Spain, Switzerland, United Kingdom, and United States. The Manpower study [28] stresses that one goal of Millennials is to prioritize the time dedicated to themselves and breaks related to free time. According to this report, 40% of Millennials plan to take significant breaks for relaxation, travel or vacations. In addition, their interest in continuing their training is salient. Eighty percent indicate that the opportunity to learn new skills is an important factor when considering a new job. Twenty-two percent would take a break to go back to education and develop new skills. Ninety-three percent want to learn throughout their life and are willing to spend their own time and/or money on additional training. Career development is also relevant: When asked what the "right" amount of time is to remain in a particular role before being promoted or moving on to another, approximately two-thirds said less than 2 years, and a quarter said less than 12 months, indicating an appetite for new challenges. With regard to acknowledgment, it may be relevant that half of them would consider leaving their current employment due to lack of appreciation.
The Millennial-Survey-Report [5] study by the consultancy firm Deloitte also indicates that Millennials are asking business leaders to take the initiative to solve the world's problems and change the excessive focus of organizations on gaining profits and balance out social concerns, becoming more diverse, flexible and generous with their employees. Organizations that can offer these traits may be better placed to attract and retain the best employees of the millennial generation and generation Z, and in this way potentially reinforce their prospects of success in the long term. The 2018 report is based on the opinions of 10,455 Millennials surveyed in 36 countries, who have the equivalent of high school diploma, college or university degrees; are full-time employees; and work predominantly in large organizations in the private sector. This report also includes responses from 1,844 Generation Z members surveyed in Australia, Canada, China, India, the United Kingdom, and the United States. The Generation Z members surveyed were born between January 1995 and December 1999. They are all students of or have a first/advanced degree. Over one-third of them are working full-time (16%) or part-time (21%).
Continuing with this survey, many of the participants are asking themselves whether they have the skills to compete in industry 4.0 and are increasingly looking to their employers to provide them with the skills they need to be successful. Whilst technical skills are always necessary, those surveyed are particularly interested in developing interpersonal skills, confidence and ethical behavior, all of which they feel is essential for a company to be successful. As for the sustainable values of the new generations and their differences with the rest, according to Deloitte [5] , the young people of this generation increasingly prefer companies which comply with environmental and corporate social responsibility standards, factors which carried less weight at the end of the last century.
According to the study by Rubbermaid Commercial Products "Recycling in the Workplace: A Millennial View" [56] , nine out of 10 young people feel it is important to work in a sustainable company and 10% of them, moreover, say they would leave their job if their company did not meet their sustainability and recycling expectations. In addition, the key findings of the "Recycling in the Workplace: A Millennial View" study include the following observations:
1.
Sustainability is important to this generation and is a core value they consider in relation to their career. Nine out of 10 millennials say it is important that they work for a sustainable company, compared to 84% of Gen Xers and 77% of Baby Boomers.
2.
Eighty-two percent of millennials look for opportunities to help their company become more sustainable and 67% report that they have enough influence in their workplace to make an impact on matters such as sustainability.
Materials and Methods
In order to tackle the goals set, we must study the range of contents companies include in the benefits offered to employees and the appraisal made of this information by the potential candidates from the new generations when making the decision to apply for an opening.
Collection of Data from the Websites
To carry out this study, we selected companies which stand out for their good human resource management, so that we could assume from the outset that there was concern for and excellence in factors related to employees. The recruitment sites evaluated are those of the 100 Best Companies to Work For from the year 2011 and 2018 published in the magazine Fortune.
The design and compilation of these data were conducted during 2012 and 2019 by the researchers. To compile the data, a template with dichotomous response questions was used, which was completed by means of direct observation. Within the recruitment sites, we proceeded to search for and register those with a specific "Benefits Offered to Employees" section. In the companies that have this section, we performed a content analysis and everything that appears in it was read in full, and we proceeded to evaluate each of the items selected, i.e., to record whether one of the companies did or did not provide information on different important aspects in the Benefits Offered (recorded in Table 1) .
Each researcher has accessed and studied all of the sites, comparing the data with the aim of eliminating any possible errors of observation. In this way, a matrix of zeros and ones corresponding to the items and companies was obtained.
The general consideration assumed for recording each variable is the following: if, in the Benefits Offered to Employees section of the company website, no information is provided on the factor observed, the value zero is assigned to the observation, and if the company does provide information on this aspect, a one is assigned to it.
The researchers also gathered data from the current active workforces of the 100 BCW 2018, and the generational composition was recorded to assess the presence of employees born after 1981 (generations M and Z).
Survey of Potential Candidates
To ascertain the appraisal potential candidates make of the contents of the Benefits Offered to Employees sections, we designed a questionnaire which was applied to these candidates. The questionnaire was answered at two points in time with sufficient distance between them (2013 and 2019) by samples selected for this study. They are:
• Sample 1 comprised of 150 potential candidates from the Millennial generation. In terms of age, the average age of the evaluators is 23.45 years. After excluding questionnaires the researchers deemed to be invalid and/or incomplete, 138 students from the Degree in Business Administration and Management successfully completed all of the questionnaires and their data were used for the analysis. The questionnaire was given in the month of April 2013. • Sample 2 comprised of 128 potential candidates from generation Z. After excluding questionnaires, the researchers deemed to be invalid and/or incomplete or unsuitable due to their age, 104 students from the Degree in Business Administration and Management successfully completed all of the questionnaires and their data were used for the analysis. The questionnaire was given in the month of February 2019.
According to Davis [57] , use of this kind of sample is advisable in this context, as they are opinion leaders on Internet content; and, by the same token, since they are in the final months of their university education, they are very close to being job seekers, which justifies the study of candidates who are not experienced in job seeking. Moreover, amongst the most suitable profiles, on-line recruitment is mainly perceived as appropriate for young people with qualifications [58] .
The self-administered questionnaire was designed to be answered on-line. This type of questionnaire has several different advantages: they are quicker, simpler and cheaper; the data collection period is shortened significantly and they are less intrusive [59, 60] . Those surveyed evaluated the relevance of the different contents of the recruitment site on a scale of 1 to 5, from unimportant information (1) to very important information (5) , for cases where the subject was going to apply for a job using the company website (apart from basic details of the post such as name, description and location of the post).
Starting out from the premise of the validity of content of the items by bibliographical review, to support the validity of the measuring instrument, a pre-test was carried out in which those surveyed were asked to assess the relevance of different contents of the recruitment site on a Likert scale of 1 to 5, from information of little importance for the decision to apply for an opening in the company in question (1) to information that is very important for applying for an opening in the company in question (5) . The results are shown in Figures 1-3 . With regard to the evaluation of the different benefits offered to employees (Figures 2 and 3) , the best rating was obtained by measures related to employee recognition programs (both in the economic benefits and the non-economic benefits). Within the non-economic benefits, we should also highlight the relevance of the evaluation of flexible working hours (second place) and the fact that both periods of leave exceeding the legally established periods and the possibility of remote working obtain a higher-than-average rating for this block. This points towards the importance of the block (flexibility) for the new candidates. All of this concurs with the high rating candidates award to measures which also have a high sustainability content. With regard to the evaluation of the different benefits offered to employees (Figures 2 and 3) , the best rating was obtained by measures related to employee recognition programs (both in the economic benefits and the non-economic benefits). Within the non-economic benefits, we should also highlight the relevance of the evaluation of flexible working hours (second place) and the fact that both periods of leave exceeding the legally established periods and the possibility of remote working obtain a higher-than-average rating for this block. This points towards the importance of the block (flexibility) for the new candidates. All of this concurs with the high rating candidates award to measures which also have a high sustainability content. Within the economic benefits, we should point out that the financing measures for matters related to employees' commute to work is the most highly rated, followed by the insurance cover section and the measures regarding reimbursement of study fees and discounts on company products and services. 
Results
As a first result in this information analysis stage, we established that 98% of the BCW 2011 and 95% of the BCW 2018 have a recruitment page on their corporate website. The name of the access to the recruitment site at each of these points in time was analyzed in order to check whether there is diversity in the names. Generally speaking, on corporate websites one can find a link to the careers page called "careers" or "jobs" [2] . In the BCW 2011, the most frequently used name of the access to the recruitment site was Careers (85%), followed by Jobs (11%). In the BCW 2018, the most frequently used name of the access to the recruitment site was Careers (93.7%) followed by Jobs (3.2%), coinciding with the order of importance of the accesses in the study by Young and Foot (Young & Foot, 2005) . A tendency towards homogenization of the name of the recruitment site under the title of Careers can be observed.
With regards to companies which present the "Benefits offered to employees" section within the recruitment site, the work by Cober, Brown and Levy [3] on the recruitment sites of the BCW 2000 indicates that 77% of the BCW MET 2000 do have one. In this study, we quantified the utilization of the Benefits Offered to Employees section at 81.63% for the BCW 2011 (information gathered in 2012) that have a recruitment site and 63.15% of the BCW 2018 (information gathered in 2019) with on-line recruitment via their website.
In the BCW 2018, individual analysis was performed of the workforces of the total of employees of the 100 companies, leading to an indication that 47% were born after 1981 (the distribution is 42% Millennials and 5% Generation Z).
Classification and Frequency of Communication of the Different Components of the Benefits Offered to Employees
After collecting the data from all of the best companies to work for which have a Benefits Offered to Employees section, a classification of the measures in Table 1 is made with the review of literature [41] [42] [43] [44] [45] [46] [47] [48] [49] [50] and consultation with academic and professional colleagues who are experts in this subject. The quantification of the measures and their evolution is presented in Table 2 . 
Sustainable Benefits
As more sustainable benefits, we should point out those of the employee assistance program block; commitment measures (employee/organization); flexibility measures, insurance cover and measures to facilitate personal life and also the transport and car parking benefit.
In global terms, we should highlight the fact that in the BCW 2018, there is an increase of 27.71% of the presence of non-economic benefits and a drop in the frequency of publication of economic benefits (31.67%) in comparison to the BCW 2011. The following results are also noteworthy:
1.
In the BCW 2011, the three most frequently found benefits offered to employees belong to the insurance cover section, followed in fourth place by the study fee reimbursement measures. The least widespread benefits in 2011 were the remote working options and reference programs for new candidates.
2.
In the BCW 2018, the two benefits offered to employees that were most frequently found belong to the insurance cover block (health insurance and pension plans), with life insurance losing importance, followed in third place by the offer of extraordinary leave extending beyond that which is offered on a mandatory basis and in fourth place, study fee reimbursement measures. The least widespread benefits in this section were training for attaining work-life balance and reference programs for new candidates.
3.
As for the evolution of the presence of the benefits offered to employees on the websites of the BCWs, the following are worthy of mention:
• The largest increases in frequency were in Leave, which rise 54%, followed by measures related to physical wellbeing, both in terms of exercise and massages, and then the benefit of being able to enjoy flexible working hours.
•
The largest drops in presence on sites are life insurance policies (29.17%), training offered by the company to balance work and family life, and programs geared towards ownership of shares by company employees. It is extremely relevant that we highlight the fact that the two direct benefits of the economic benefits section, participation and shares, are amongst the five benefits with the greatest decline in presence on recruitment websites.
In sustainability, some remarkable data are the growth of the flexibility block (57.92%), measures for assistance with personal life (2.92%) and the fact that health insurance cover is the benefit with the greatest presence both in 2011 and in 2018, offered by 90% of the companies studied in 2011 and 95% in 2018. As we have indicated, life insurance drops.
Results of the Evaluations of Potential Candidates
Below, we present the results of the questionnaire regarding evaluation of the importance of benefits offered to employees for potential candidates in comparison to other HR activities and policies, and their evaluation of the different benefits offered to employees.
In Figure 1 , we can see that the information on benefits offered to employees is second in importance regardless of the generation the candidates belong to (Millennials or Z), with the most highly-valued information being that related to the careers plan the company offers for candidates to move up in the organization. It is a content block appreciated by candidates above and beyond the general salary system.
With regard to the evaluation of the different benefits offered to employees (Figures 2 and 3) , the best rating was obtained by measures related to employee recognition programs (both in the economic benefits and the non-economic benefits). Within the non-economic benefits, we should also highlight the relevance of the evaluation of flexible working hours (second place) and the fact that both periods of leave exceeding the legally established periods and the possibility of remote working obtain a higher-than-average rating for this block. This points towards the importance of the block (flexibility) for the new candidates. All of this concurs with the high rating candidates award to measures which also have a high sustainability content.
Within the economic benefits, we should point out that the financing measures for matters related to employees' commute to work is the most highly rated, followed by the insurance cover section and the measures regarding reimbursement of study fees and discounts on company products and services.
Discussion
The use of websites by companies is widespread. Companies strive for the best talent, and e-recruitment is an essential part of this process. One of the most important sections of these websites refers to Human Resources. It is the section called "Careers". Within it, there is a section called "Benefits Offered to Employees" which provides information on the company's HR activities and has been studied very little to date. This article sheds some light on the importance of this section in the e-recruitment process. An analysis of the information offered may demonstrate companies' interest in being attractive for prospective employees, and their adaptation to the demands of new generations of candidates, who are particularly interested in sustainability.
We can assert that the Employee Benefits Section is used by most BCWs with a recruitment site. It is a section that enables them to offer any information the company desires, with a design and management that can serve the interests of the company. Over half of the recruitment sites of the BCW 2018 disseminate information for potential candidates in this way, having formerly reached 80% in the BCW 2011. This drop may be due to an increased utilization of social media, such as LinkedIn, as recruitment tools. Moreover, the information published in this section on benefits offered to employees is rated very highly by potential candidates, indeed, we may deduce this from the data from our questionnaire. In said data, the value of this information is recognized in terms of importance for potential candidates when they apply for a job, awarding it second place (first place is for information on career plans), over and above the information on the general salary system. This makes it an ideal section for conveying certain values that attract new generations, such as sustainability values [55] , which are capable of creating an employer brand [25] .
By analyzing the contents of the Benefits Offered to Employees section, we conclude that there are two clearly differentiated blocks, which we call Economic Benefits and Non-Economic Benefits. This is a classic distinction in the literature on this area [50] . Both sets consist of different groups of measures and are rated with different levels of importance by potential candidates, with non-economic benefits obtaining a higher-than-average rating. The different studies mentioned in the Demands and Sustainability of the Millennial and Z Generations section point to preferences of the new generations oriented towards non-economic benefits. This may indicate that companies publish information on human resources activities designed to adapt and be attractive within the labor market of the new generations [5, 28] .
When we compare the alignment of the benefits offered to employees communicated by companies with the values and preferences in terms of the working conditions of the new generations of candidates, we can affirm that organizations must, in order to attract the most suitable candidates, present relevant measures that are competitive from a purely economic perspective. However, these measures must also be important for the personal experience of employees (such as flexibility measures, commitment or insurance coverage) and in keeping with sustainability values [26] . One could say that in general, there is a certain alignment of the demands of the new generations with the information published in the Benefits Offered to Employees section. This occurs in areas such as skill development and training, as well as in benefits related to sustainability. In this regard, just as candidates' concern for sustainability has increased, so has the presence of information on sustainable benefits in the website section studied. The new generations are aware of the complexity of the world we live in and the need for solid training to decipher it, as well as the importance of the involvement of everybody in the struggle for sustainability. From a practical point of view, in our opinion, this alignment between what companies offer and what new generations are looking for is an important lesson that BCWs can pass on to other companies in order to secure the right talent in today's world.
Our results indicate that the social dimension of sustainability is related to the wellbeing of employees, their quality of life at work, and their alignment with the new predominant values. We believe that the new generations of candidates are very aware of the threats that our environment and our world are under at present, and therefore they are developing ever-greater sustainability values and showing themselves to be increasingly demanding in terms of the presence of these sustainability values in the organizations they work in. Thus, these organizations respond in turn by communicating these values [34] and becoming attractive for the aforementioned generations.
In our opinion, we must highlight the fact that in the BCW 2018, there is an increase in the presence of non-economic benefits and a drop in the frequency of publication of economic benefits in comparison to the BCW 2011. This reinforces the idea that companies strengthen the attraction and retention of workers with measures that do not involve economic commitments [61] . This piece of data was already mentioned previously when we indicated that the new generations also rate non-economic benefits more highly [28] . Very likely the crisis that we underwent in recent years has had an influence in this regard, as companies may have been forced to offer other activities to compensate for the reduction in economic benefits [62] , and also the weight of the values of the new generations has changed, as they have altered their preferences in terms of working conditions, and their goal is to prioritize time which they can devote to themselves. The truth is that it may also be a symptom of the change that is taking place in the labor market through the so-called 4.0 revolution (human cloud). What we are clear about is that in terms of the aspect we are dealing with here, it would appear that both parties can benefit.
With regard to the evolution of sustainable benefits, we can see how, in the block of flexibility measures, all of the latter increase except for the possibility of requesting sabbaticals, and we should emphasize that this is the block with the most growth. Within flexibility, the rise in leave is extremely important, coming to occupy third place in terms of most frequently disseminated contents in the BCW 2018 (only behind health and pension plans). As indicated above, this may be explained by the interest new generations have in their quality of life at work and organizations' interest in the wellbeing of their employees. This idea is also reflected clearly in the results of the questionnaire on the evaluations of potential candidates, when we observe the results referring to flexible working hours, the possibility of remote working, and longer periods of leave than those legally established. We should not forget that by now, 47% of the employees of the BCW belong to the Millennial and Z generations. Another piece of data from which findings are revealed is that referring to the increase in cover related to employee health in the period studied. Moreover, this is the most-disseminated content both in the BCW 2011 and the BCW 2018. We believe this can be explained easily by the need to reach a minimum level of health protection on the part of employees.
Conclusions
In this multi-method study, we use both content analyses of the employee benefits described on corporate websites at two points in time several years apart, and surveys of young job seekers in both those years. In spite of the importance of the information provided in this section in terms of attracting new candidates during the recruitment process, there are no papers which study either the type of content being provided or its evolution over time, or which delimit the appraisal made of said benefits by the new generations. In this regard, this study seeks to fill this gap in the literature and contribute to the knowledge and improvement of on-line recruitment through corporate websites.
By way of a final conclusion, the results obtained in this study concur with the literature consulted in terms of the importance of the information presented through corporate websites in attracting potential employees, the results of the reports on the Millennials and Z generations, and in the results of our study on the evaluations of potential candidates. In addition, companies are clearly intensifying sustainability-related measures such as flexibility of working days, actions aimed at facilitating the personal life of employees or health-related insurance cover.
We can see how companies have evolved both in the importance they bestow on communicating information on their websites via the Benefits Offered to Employees section, and in the type of information they publish, which they try to adapt to the new tastes and requirements of the new generations of potential employees. In this regard, the largest gap we have perceived was in the recognition measures (in the BCW '18, the companies informing that they have recognition programs have dropped by 3.33%, from 20% to 16.67%), and therefore companies are advised to intensify the communication of this type of measures.
Limitations and Future Research
In spite of the fact that, on the employment offer side, we have worked with the entire population, in the case of the company recruitment sites at two different points in time, this study has certain limitations. On the one hand, on the side of the job seekers, we worked with the self-informed evaluations of potential candidates. Said evaluations are therefore subject to the participants' level of understanding of the survey measures (although they were provided with specific examples in the surveys) and to their knowledge of their own preferences for different workers' remuneration measures. In addition, the composition of the sample is subject to the bias of being primarily candidates seeking their first job. However, since the evaluations were made by the new generations of candidates, we believe that our survey was appropriate for the goals of our study, which were to explore the compensation measures that may influence candidates' selections when submitting an on-line application for a post via the website. Further, although our sample size was sufficient for making statistical analyses, this was an exploratory pilot study. As such, it was designed to construct an initial conceptual framework of the benefits offered to employees by companies which already stand out for their excellent personnel management and their rating by the new generations.
Additional studies need to be carried out in order to verify the findings of this study and confirm the validity of this framework of classification of benefits offered to employees and the future evolution of adaptation of contents by companies.
Another limitation, on the side of the job seekers, is related to the fact that no observation was made of the behavior of the candidates when they access the recruitment sites and analyze the contents provided by the companies. Such observation would verify whether their ratings of each of the economic and non-economic benefits would predict their true behavior in sending in the job application or refraining from doing so. Therefore, future studies must research the relationship between the self-informed evaluations of individuals and their actual behavior in on-line recruitment.
The findings of this study should be an invitation for future research to improve knowledge of on-line recruitment and of benefits offered to employees as an element for capturing new candidates.
The main contribution of this article is based on the concept of the importance of the fit between information provided by employers and preferences of the new candidates (Millennials and Z Generation). In this sense, the section usually called "Benefits Offered to Employees" in the corporate websites is widely used by the best companies to work for and covers a wide range of different benefits. Finally, Companies should consider incorporating sustainability values as an area demanded by the new generations. Funding: This research was funded by the Government of Extremadura-Spain (Consejería de Economía e Infraestructura) and FEDER aid.
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